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Abstract 
Due to its ease of use and convenience, the use of internet and online purchases have become a trend among the younger 
generation. The increase in online shopping also affect the use of digital coupon.  To date, there have not been many studies to 
investigate the influence of digital coupon use in Malaysia.  It is the aim of this study to investigate the factors that influence the 
use of digital coupon among University students in Kuala Lumpur.  A survey method was adopted in this study.  A structured 
questionnaire was developed and used in the data collection. The questionnaires were distributed among students of an 
International University in Kuala Lumpur.A total of 392 respondents participated in this survey. The findings from the regression 
analysis showed that all the independent variables explained 50 percent of the variance in intention to use digital coupon. 
Attitude is the strongest predictor and followed by subjective norm and perceived behavioral control.  All the relationships were 
tested significant at 99 percent significant level. Theoretically, this study lends support to the theory of planned behavior in 
explaining intention to use digital coupon. From the managerial perspectives, marketing managers should device necessary 
strategies and tactics to create adequate awareness and convey effective messages about the benefits of digital coupon to 
consumers so that positive attitude could be developed into actual usage of digital coupon. Thus, the resources used for this type 
of sales promotion will be converted into an actual increase in sales and profitability for the companies. 
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1. Introduction 
In this present world of the digital revolution, adopting digital coupon as one of the sales promotional tools that 
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can stimulate consumers’ quick purchase has become a paramount issue among marketers. A good understanding of 
the driving force behind the target market’s purchase behavioral intention to use digital coupon is among the 
fundamental issues that must be properly looked into by any proactive marketer. Marketers that leverage their 
information technology capabilities in digital coupon usage have become high achievers in attaining sales objective 
(Hefferman, 2011).  
Despite the fact that the Internet penetration rate in Malaysia exceeded 60% in 2012 (Internet World Stats, 2013) 
and is still significantly growing through 2013, digital coupon is not well adopted in Malaysia. According to 
Euromonitor report, theMalaysia Country Fact File, (Euromonitor International, 2014), Internet penetration in 
Malaysia has increased by more than 23% between 2010 to 2013 (16,095.2 to 19,972.4 million Internet users) 
resulting in more Malaysians, especially youths, spending their time on the Internet mostly via handheld and mobile 
devices. In addition, a study conducted by Goi and Ng (2011), shows that there are approximately 30.4 million 
mobile subscribers in Malaysia, with a penetration rate of around 106% due to multiple subscription. The majority of 
these subscribers constitute more than 30% youths (MCMC, 2010) who own different brands of smartphones and at 
the same time, most are connected to the Internet. However, the digital coupon usage remains in its infancy (Wong 
and Hiew, 2005). The rapid spread of smartphone use among youths has been one of the greatest blessings to 
marketers because it has dramatically changed the consumer retail shopping experience in various developed 
markets. Youths nowadays want prompt access to pricing information, special offers and good deals which they get 
through their devices (Hasan, 2010; Khan & Rizvi, 2011; Senecal et al., 2005). This clearly means that the youths’ 
cohort will be a promising target market for digital coupon in Malaysia because of its ease of reach to consumers at 
minimal cost.  
However, the digital coupon usage is not well exploited. This is partly because customers have insufficient 
knowledge about digital coupon hence their over reliance on traditional coupon usage. There are also insufficient 
research and data findings on digital coupon usage in Malaysia in comparison to other developed markets such as the 
United States or European countries (Jayasingh & Eze, 2009). For example, research finding from FactBrowser 
(2013) shows that  in the U.S., 34% of smartphone users were found to use their devices for digital coupon, 13% of 
tablet owners use their device to find coupon online, 47% of mobile user consumers prefer to receive coupon 
through their mobile devices from the retailers when they are in the store or close by, as a result, as much as 10% of 
the mobile coupon received via such means were redeemed as against 1% for paper based coupon. However, such 
data for coupon usage are either unavailable or insufficient in Malaysia and in most developing countries alike 
(Jayasingh & Eze, 2009). It is pertinent to note that the 10% redemption rate of digital coupon over 1% of print 
coupon in the developed nation as indicated by the Fact Browser study above, is a testimony of the great impact of 
digital coupon as a viable promotional tool, which should be equally applied in developing markets like Malaysia. 
This has been the driving force behind the current research. In the words of Blondo et al. (2005), the potential of 
digital coupon has not been fully exploited on the web; salient among the reasons is the lack of proficient methods to 
manage the development and distribution of e-coupon. 
Studies conducted by Cognizant Inc. (2011) show that retailers who do not embrace a digital coupon strategy are 
risking lost business. However, there is over dependence on traditional coupon usage among marketers in Malaysia 
(Jayasingh & Eze, 2009); as such the majority of customers do not give even a trial due to lack of marketers’ action 
to encourage the use of digital coupon among consumers especially students of higher learning in Malaysia who 
constitute the majority of consumers that shop online. 
Therefore, it is the aim of this study to; 
1. explore factors that predict intention to use digital coupon among IIUM students. 
2. examine the relationship between attitude, subjective norm, perceived behavioral control and involvement 
towards intention to use digital coupon among IIUM students. 
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2. Concept of Coupon in Marketing 
 
The coupon is one of the sales promotion tools that is often a quick and inexpensive way for first time customers 
to try new products (Frederick 2013) as well as encourage existing customers to continue to purchase a company’s 
brand. Sales promotion is a short-term inducement of value offered to arouse customer interest in buying a product 
or service (Frederick 2013). Several sales promotion tools that are used by marketers to induce short-term response 
to products or services include samples, coupons and premiums (Kotler & Keller 2012.  Nowadays, coupons are 
found to be used by manufacturers and retailers in promoting purchase of new products, encourage repeat purchase 
and in cross selling (IEEE Computer Society, 2010).  
 
2.1. Types of coupon 
  
Basically, different types of coupon are used by marketers and they include discounts, free shipping, buy-one-get-
one, first time customer usage coupon, free trial offer, launch offers, festival offers, or free giveaways. These can be 
distributed via different means to customers such as newspapers, magazines, the Internet, websites, catalogues, etc. 
The delivery methods are used to classify coupon into two major classifications – traditional coupon (basically paper 
based coupon which users can cut out from either newspapers or magazines and redeem at the redemption center) 
and digital coupon (a type of coupon that is distributed via digital media), which is either redeem physically or 
through digital media such as the Internet and mobile phone.  For example, NCS Annual Coupons Facts Report 
(2012) indicates that in 2011, the five topmost vehicles for distributing consumer packaged goods coupon in the 
United States include Free Standing Insert, coupon booklet (distributed via newspapers), in-store distribution, direct 
mail, magazines and coupons distributed on product packages. According to Fortin (2000), the basic distinctions 
between traditional and digital coupons are in the extent and ease of exercising control by the retailer on the Internet. 
While coupon users are passive in traditional coupon usage, they are active in the digital coupon usage due to the 
search involved in the latter.  
Digital coupons, on the other hand, are those types of coupons distributed via digital media such as the Internet 
(social media, or e-mail newsletter) also known as e-Coupon, or cellphone otherwise known as mobile Coupon 
(Banerjee et al., 2011), or m-Coupon. Internet coupon provide a reduction in prices of goods purchased online in the 
form of a discount or some offer to motivate consumers to buy a particular product at a specific period of time. It is 
normally published on the Internet so customers can download, print and redeem appropriately (Blundo, Cimato & 
De Bonis, 2005). Marketers use different channels to differentiate response or redemption of digital coupon. Because 
sometimes paper coupon would be difficult to redeem, marketers can use secret codes to serve as coupon 
identification codes that consumers can use instead of physical printed-paper. This has improved digital coupon 
usage over traditional coupon (Crockett, 2001) and even the redemption rate has significantly improved by about 
20% (Jeong & Kim, 2004) because of the benefits digital coupon has over its traditional counterpart.   
 
 
2.2 Theory of Planned Behavior 
 
The Theory of Planned Behaviour (TPB) developed by Ajzen (1985) is an explanatory model that has been 
widely applied in diverse studies on behavioral intention (Lee, Cerreto & Lee, 2010; Ajzen, 2012a; Ajzen, 2012b; 
Fraser et al., 2010; Ajzen & Fishbein, 2005). TPB stipulates that voluntary human behaviour is preceded by intention 
to engage in such behaviour (Shirly & Todd, 2001). Then it postulates that behavioral intention in turn is determined 
by three major determinants – attitude towards behaviour (AB), subjective norm (SN) and perceived behavioral 
control (PBC). Meaning that the degree to which individuals see a certain behaviour positively (that is attitude), or 
foresees that substantial others want them to engage in the behaviour (that is subjective norm) and believe that they 
are capable of carrying out the behaviour (that is perceived behavioral control), serve as direct determinants of the 
extent of their intention to perform the behaviour (Ajzen, 1991).  
By and large, attitudes are the overall evaluation of the behaviour by the individual (Ferdous, 2010). Applying the 
principle of compatibility, the relevant attitudes especially in consumer research, are those toward performance of 
the behaviour, which are measured explicitly at a similar level to that used in the evaluation of behaviour (Armitage 
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Subjective Norm 
on Digital 
Coupon 
& Conner, 2001).  
On the other hand, subjective norms incorporate a person’s beliefs about the extent to which significant others 
think the person should engage in the behaviour or not (Kim et al., 2013). Significant others refer to individuals with 
potential to influence a particular customer’s behaviour especially in making a purchase decision (Manning, 2009). 
Subjective norms are presumed to judge the social pressures on individuals to perform or not to perform a particular 
behaviour (Kim et al., 2013).  
Lastly, the third predictor of intention in TPB that is perceived behavioral control is the people's perceptions of 
their ability to carry out certain behaviour determined by an individual’s perception of ease or difficulty in 
performing the behaviour (Ajzen, 1991). PBC judgments are determined by beliefs pertaining to the extent to which 
one has access to resources or opportunities necessary to carry out the behavior effectively, subjected to the 
perceived power of each factor to enable or prevent the behavior (Ajzen, 1988, 1991). The perceptions of factors that 
are expected to aid or obstruct the execution of the behavior are known as control beliefs. 
As the Theory of Planned Behavior is a well-researched theory, it should be noted that, rather than discussing 
evidence in support of TPB (Ajzen, 1991; Conner & Sparks, 1996; Eagly & Chaiken, 1993; Godin & Kok, 1996; 
Jonas & Doll, 1996; Manstead & Parker, 1995; Sutton, 1994), this current research will contextually dwell on the 
predictive ability of the TPB construct in predicting consumer’s behavioral intention to use digital coupon usage. 
Figure 2.1 below illustrates the Theory of Planned Behavior. 
 
2.3 The conceptual framework 
 
Based on the Theory of Planned Behavior by Ajzen, the conceptual framework was developed as presented in Figure 
2.1. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 2.1 Conceptual framework 
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3. Methodology 
A questionnaire was developed to be used in the data collection process. The measurement items for attitude, 
subjective norms, and perceived behavioral control were adapted from previous studies (Shimp & Kanvas 1984; 
Kang et al., 2006; Dickinger & Kleijnen, 2008; Jayansigh & Eze, 2010; Sentosa et al., 2012; Kim et al., 2013). A 
total of 430 questionnaire were distributed to a conveniently selected respondents comprising students from nine 
faculties of an international university in Kuala Lumpur.  The data were then analyzed using SPSS version 20. 
Descriptive analysis, reliability analysis, factor analysis and regression analysis were then performed on the data. 
4. Data  Analysis and Results 
A total of 392 respondents from nine Kulliyyah of Faculties participated in this study.  Majority of the 
respondents were female (211 respondents or 53.8%), between the ages of 18 and 24 years of age (238 respondents 
or 60.7%), pursuing undergraduate program (214 respondents or 54.6%) and Malaysian citizen (223 respondents or 
56.9%). The background of the respondents is presented in Table 4.1. 
Next factor analysis was  performed to reduce the number of items into a more parsimonious factor. From the 
factor analysis, three factors were extracted; attitude, subjective norms and perceived behavioral control. All items 
loaded nicely into each of the factors. As such no items need to be deleted. The Kaiser-Meyer-Olkin (KMO) and 
Batlett’s Test of Sphericity indicates that the data were appropriate for factor analysis (Zainuddin, 2012).  Table 4.2 
and Table 4.3 present the results of the factor analysis and KMO and Batlett’s Test of Sphericity.  Then the items for 
each of the factors were tested for their reliabilities. Table 4.2 presents the result of the reliability analysis. 
 
Table 4.1Background Profile of the Respondents 
Description  Frequency (N) Percentage (%) 
Gender                        Male  181 46.2 
 Female  211 53.8 
Age                               18 – 24 238 60.7 
 25 – 30 104 26.5 
 31 – 55   50 12.8 
Level of Study                   Undergraduate  214 54.6 
 Masters 149 38.0 
 PhD 29 7.4 
Year of Study  
(Undergraduates)          
Year one  64 29.8 
Year two 48 22.3 
 Year three 52 24.2 
 Year four 51 23.7 
Nationality Malaysian  223 56.9 
 Non-Malaysian 169 43.1 
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Table 4.2 Factor and Reliability Analysis 
 
Factor 
 
Eigenvalue 
% of 
Variance 
 
Cumulative % of 
Variance 
Cronbach’s 
Alpha 
Subjective Norm 9.266 42.116 42.116 .911 
Perceived Behavioral Control 2.304 10.472 52.588 .890 
Attitude 2.006 9.117 61.705 .893 
 
Table 4.3 KMO and Batlett’s Test of Sphericity 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy                                             .935 
Bartlett's Test of Sphericity Approx. Chi-Square 5123.07 
df 231 
Sig.   .000 
 
According to Cohen et al. (2007), KMO value of 0.935 is considered as excellent as it surpass the acceptable 
value of 0.6. KMO approaching 1 and Bartlett’s test is significant at less than 0.05 indicates that the data is 
appropriate for factor analysis (Pallant 2005).   
 
4.1 Hypothesis testing 
 
 Multiple Regression Analysis was then performed to test on the hypothesis. Results of the regression analysis 
and hypothesis test are shown in Table 4.4. 
 
Table 4.4 Multiple Regression Analysis 
   β t-value Significant 
Attitude .533 11.378 .000*** 
Subjective Norm .143 3.164 .002*** 
Perceived Behavioral Control .119 2.618 .009*** 
 R Square = .495 
 
Based on the significant value of the multiple regression analysis, it can be concluded that all the hypotheses were 
supported as shown in Table 4.5.   
 
    Table 4.5 Hypotheses Test 
 Hypotheses Decision 
H1 : Attitude towards digital coupon has a positive influence on intention to use digital 
coupon 
Supported 
H2   : Subjective norms on digital coupon has a positive influence on intention to use digital 
coupon  
Supported 
H3 : Perceived behavioral control on digital coupon has a positive influence on intention to 
use digital coupon 
Supported 
 
 
5.  Discussion, Recommendations and Limitations 
 
Theoretically, this study lends support to the theory of planned behavior in explaining intention to use digital 
coupon.   All the factors; attitude, subjective norms and perceived behavioral control, all were tested to be positively 
influenced the intention to use digital coupon among University students in this sample.  This indicates that attitude, 
subjective norms and perceived behavioral control were predictors of intention to use digital coupon. Overall, these 
factors explained about 50% of the variance in intention while the remaining 50% may be explained by other factors 
that were not captured in this model.  The attitude was found to be the strongest predictor of intention to use digital 
coupon followed by subjective norms and perceived behavioral control. 
From the managerial perspectives, marketing managers should device necessary strategies and tactics to create 
adequate awareness and convey effective messages about the benefits of digital coupon to consumers so that positive 
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attitude could be developed into actual usage of digital coupon. Marketers must also leverage on the influence of 
consumers’ family, friends, peers, classmates and other important people that they considered as important in their 
buying decision process. Marketers must also make it easy for consumers to use digital coupon since consumers will 
engage in behavior that they perceived as easy and within their resource availability.  Marketers must make digital 
coupon easily available for consumers to search, print and redeem.   
Thus, the resources used for this type of sales promotion will be converted into an actual increase in sales and 
profitability for the companies.  
 
5.1 Limitations 
 
This study faced a number of limitations. Firstly, data for this study were obtained from a sample of only one 
public university in Malaysia. If all the universities in Malaysia were examined, the result could have been 
generalized. Secondly, the study focused only on the consumer behavioral intention, but actual usage was not 
measured. Practitioners need to know the actual usage rate of digital coupon in order to effectively plan their sales 
promotion strategies.  
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